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(54) Advertising method and system for mobile terminal 



(57) The mobile terminal included in the advertising 
system of the present Invention receives an electronic 
advertising distributed from a center. The mobile termi- 
nal comprises; an advertising database that receives 
and stores a plurality of advertising data; a presentation 
unit that presents the advertising data to a user; a time 
obtaining unit that obtains the current time; a location 
obtaining unit that obtains the current location of the 
mobile terminal; a stay detection unit that detects the 
advertising data that the user has visited from the 



advertising database by using the information from the 
time obtaining unit and the location obtaining unit as 
parameters, and that outputs the result as advertising 
effect data; an advertising effect database that st res 
the advertising effect data output from the visit advertis- 
ing detecting unit; and an advertising effect transmis- 
sion unit that transmits to the advertising center the 
advertising effect data output from the visit advertising 
detecting unit. 
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Descripti n 



BACKGROUND OF THE INVENTION 



1. Technical Field of the Invention 



[0001] The present invention relates to a visit guar- 
antee type advertising system according to which a 
mobile terminal that can move together with a user and 
receives electronic advertising obtains information that 
the user has visited a location relating to the advertis- 
ing, and transmits the obtained information thereby 
making it possible to confirm the effect of the advertis- 
ing, and a visit guarantee type advertising method, a 
mobile terminal, and a recording medium from which a 
computer can read the visit guarantee type advertising 
method as a program. 

2. Description of the Prior Art 

[0002] Conventionally, there exist devices and 
methods that guarantee the effect of advertising by 
guaranteeing a minimum number of presentation of 
advertising to users in electronic advertising, as 
observed in Web banner advertising. 
[0003] The advertising refers to the advertising 
described in the Web site. The banner means a flag or 
a big head line of a full page on the paper, or the like. 
The advertising includes a fixed banner which displays 
the content of advertising in a square image file, which 
has a link to the site desired by an advertiser and which 
displays only a still image, and a rotation banner that 
displays advertising of a plurality of advertisers in rota- 
tion within a constant display area. In the case of banner 
advertising, it is possible to count the number of dis- 
plays of sites, and there are also sites of a system in 
which the advertising fee increases according to the 
number of clicks to the banner. 
[0004] Meanwhile, devices and methods that guar- 
antee the effect of advertising by guaranteeing the 
number of clicks made to the banner advertising are 
known. 

[0005] There are also devices and methods that 
guarantee the effect of advertising by guaranteeing the 
amount and number that the users actually pay for the 
purchase of the advertised products/services after look- 
ing at the banner advertising. 

[0006] However, there exist products/services that 
cannot be purchased by electronic means only as it is 
necessary to actually visit the place, to take a meal at a 
restaurant, for example. Of course, it is possible to 
advertise by presenting the advertising of a restaurant 
However, in order to confirm the effect of the advertising 
to see whether or not a person who looked at the adver- 
tising has actually visited the restaurant, It is necessary 
to inquire the visitors at the restaurant. This is very trou- 
blesome. 
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SUMMARY OF THE INVENTION 



[0007] An object of the present invention is to pro- 
vide advertisers with a visit guarantee type advertising 
5 that has a high advertising effect, based on the subject 
that it is possible to confirm the advertising effect so the 
advertiser can easily know whether or not a user has 
actually visited a place relating to the advertising pre- 
sented to the user, and that makes it possible to confirm 
10 a cost performance level of the advertising cost. 

[0008] The present invention is characterized in a 
visit guarantee type advertising system in which a termi- 
nal that can move together with a user and that receives 
electronic advertising jobtains information that the user 
75 has visited a location relating to the advertising, and 
transmits the information thereby to make it possible t 
confirm the effect of the advertising, the visit guarantee 
type advertising system comprising: an advertising 
database that stores advertising data that is the elec- 
20 tronic advertising transmitted from a center and that 
Includes information on a location relating to the adver- 
tising; an advertising effect database that stores adver- 
tising effect data showing the effect of the advertising 
that is the information that the user has visited the loca- 
25 tlon relating to the advertising data; a presentation unit 
that presents the advertising data to the user; a time 
obtaining unit that obtains the current time; a location 
obtaining unit that obtains the current position; a stay 
detection unit that detects the advertising data that th 
30 user has visited from the advertising database by taking 
Into consideration the information from the time obtain- 
ing unit and the location obtaining unit, and that outputs 
it as the advertising effect data; and an advertising 
effect transmission unit that transmits to the advertising 
35 center the advertising effect data that has been output 
from the visit advertising detecting unit 
[0009] Further, the present invention is character- 
ized in a visit guarantee type advertising method in 
which a terminal that can move together with a user and 
40 that receives electronic advertising obtains information 
that the user has visited a location relating to the adver- 
tising, and transmits the information thereby to make it 
possible to confirm the effect of the advertising, the visit 
guarantee type advertising method comprising: a step 
45 of storing Into an advertising database advertising data 
that includes the electronic advertising transmitted from 
a center and information on a location relating to the 
advertising; a step of storing in an advertising effect 
database advertising effect data that show the effect of 
so the advertising that is the information that the user has 
visited the location relating to the advertising data; a 
step of presenting the advertising data to an advertising 
presenting unit; a time obtaining step for obtaining the 
current time; a position-obtaining step for obtaining the 
55 current position; a visit-advertising detecting step for 
detecting the advertising data that the user has visited 
from the advertising database from the time obtaining 
step and the position-obtaining step, and outputting the 
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advertising data as the advertising effect data; and a 
step of transmitting to the advertising center the adver- 
tising effect data that have been output at the visit- 
advertising detecting step. 

[0010] Acc rdlng to the present invention, it is pos- 
sible to provide the advertiser with an advertising sys- 
tem of a high advertising effect called visit guarantee 
type advertising, which enables the advertiser to con- 
firm the advertising effect when the advertiser can eas- 
ily know the information about whether a user has 
actually visited a place relating to the advertising pre- 
sented to the user and about the stay date and time, in 
the case of the advertising of products/services that 
cannot be purchased by only electronic means and that 
requires an actual visit to the place, such as the meal at 
a restaurant, for example. 

BRIEF EXPLANATION OF THE DRAWINGS 
[0011] 

Fig. 1 is a diagram showing a configuration of the 
present invention. 

Fig. 2 is a diagram showing a configuration of 
advertising data according to the present Invention. 
Fig. 3 is a diagram showing a configuration of 
advertising effect data according to the present 
Invention. 

Fig. 4 is a diagram showing an example of advertis- 
ing data according to the present invention. 
Fig. 5 is a diagram showing an example of advertis- 
ing effect data according to the present invention. 
Fig. 6 is a diagram showing an example of an pres- 
entation unit according to the present invention. 
Fig. 7 is a diagram showing an operation example 
of a stay detection unit according to the present 
invention. 

PREFERRED EMBODIMENT OF THE INVENTION 

[0012] Embodiments of the present Invention will be 
explained in detail with reference to Fig. 1 to Fig. 6. 
[0013] In Fig. 1, reference numeral 10 denotes a 
center that transmits and receives signals to and from a 
communication system, particularly a mobile terminal 
having a transmitting/receiving unit, by receiving adver- 
tising data of the present Invention from an advertiser by 
a wired channel or a radio channel, and reference 
numeral 1 1 denotes a mobile terminal such as a mobile 
terminal mounted on a vehicle, a portable telephone, a 
handy-phone, etc. An advertising providing system 
according to the present Invention can be easily under- 
stood by imagining that advertising data and mobile ter- 
minals are used in a wide area, with positions shown by 
the advertising data located at scattered points. 
[0014] The advertising providing system shown in 
Fig. 1 consists of the advertising center 10 that 
becomes an advertising information supply origin which 



distributes advertising data from an advertiser in a 
broadcasting mode, which transmits the advertising 
data to scattered mobile terminals, which btains the 
effect of the advertising data from a response from each 

5 mobile terminal, and which reports the advertising effect 
to the advertiser, and a visit guarantee typ advertising 
terminal 11 or the mobile terminal that is mainly pro- 
vided with the advertising data and outputs the advertis- 
ing effect The advertising center 10 and the visit 

10 guarantee type advertising terminal 11 or mobile termi- 
nal 11 are mainly connected by radio, and they execute 
mutual communication in a predetermined radio fre- 
quency using an antenna 140 of the advertising center 
10 and an antenna 141 of the visit guarantee type 

is advertising terminal 1 1 or mobile terminal 1 1 . 

[001 5] Regarding this visit guarantee type advertis- 
ing terminal 11, this is used mainly as a mobile terminal 
mounted on a vehicle, which receives advertising data 
from the advertising center 1 0 by a broadcasting wav 

20 or by a radio wave, which stores the advertising data in 
the advertising database 110 and which at the same 
time presents the advertising data by the presentation 
unit 1 1 1 such as a display or a speaker. Further, the 
advertising effect data are detected on the basis of the 

2S advertising database 110, the time obtaining unit 112 
and the location obtaining unit 113. The detected adver- 
tising effect data are transferred to the advertising effect 
database 117, and at the same time are transmitted 
from the advertising effect transmission unit 1 16 to the 

30 adve rtisi n g ce nte r 1 0. 

[0016] The advertising data in Fig. 2 consists of the 
advertising data ID 200, the content 201 showing the 
content, the Iocation202 of the mobile terminal, and the 
minimum stay time 203. Fig. 3 shows a configuration of 

35 the advertising effect data, and this consists of the 
advertising effect ID 300, the user ID 301, and the stay 
date and time 302. 

[0017] Further, Fig. 4 is a diagram showing an 
example of the advertising data. Assume for example, 

40 that there is an advertising data that has 1 in the adver- 
tising data ID 200, has text = "summer --- at ABC res- 
taurant", with a still image = a map of the restaurant, 
uses latitude = X1 , longitude = Y1 , latitude = X2, longi- 
tude = Y2, latitude = X3, longitude = Y3, and latitude = 

45 X4, longitude = Y4 in the Iocation202 of the mobile ter- 
minal, and has 30 minutes in the minimum stay tim 
203. 

[0018] Fig. 5 is a diagram showing an example of 
the advertising effect data. For example, the advertising 

so effect data has 1 in the advertising effect ID 300, has 1 2 
in the user ID 301 , and has From 1 999-09-24T1 1 :52:05 
To 1999-09-24T1 2:45:39 In the stay date and time 302. 
[0019] Fig. 6 is a diagram showing an example of 
the presentation unit11 1. According to Fig. 6, the whole 

55 screen is an advertising image, which describes a map, 
a shop name of the character, and a feature. 
[0020] First, as shown in Fig. 1 , the advertising data 
100, 101 and 102 are electronic advertising transmitted 
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from the advertising center, and include location infor- 
mation relating to the advertising. For example, Web 
advertising is considered, but the advertising is not lim- 
ited to this. In this case, the location relating to th 
advertising means a geographical location relating to 5 
the content. For example, the location is a location of a 
parking area, or a location of a park, relating to this con- 
tent. In the case of the advertising of a local noted place, 
the location is a noted area or a sightseeing area. It is 
possible to specify wide geographical positions accord- 1Q 
ing to the development of the advertising industry in 
recent years. Based on the specification of this geo- 
graphical location or area, when the advertising data is 
presented and when an advertising receiver of the 
mobile terminal who watched or listened to this adver- 15 
tising data has stayed at this location or area during a 
predetermined period of time, It is possible to decide 
that the visit has been done as the effect of the advertis- 
ing. 

[0021] In further detailing this point, the advertising 20 
data 100, 101 and 102 each consists of the ID 200, the 
content 201, the Iocation202, and the minimum stay 
time 203. Fig. 4 shows an example of a case that 
describes about a restaurant in the advertising data 
100, 101 and 102. 2S 
[0022] The ID 200 describes a value for uniquely 
identifying the advertising data 100, 101 and 102. For 
example, a numerical value or a character string is 
described. In the example shown in Fig. 4, a numerical 
value °1 a is described in the ID 200. 30 
[0023] The content 201 shown in Fig. 2 describes 
the advertising content that is presented to the user. For 
example, it is considered to describe the advertising of 
a restaurant a museum, an amusement park, a depart- 
ment store, etc. by using a still image, a dynamic image, as 
sound, a text, and a character. In the example shown in 
Fig. 4, the content 201 consists of a text and a still 
image. The text describes °the summer — at ABC res- 
taurant*, and the still image describes the map of the 
restaurant. Specifically, the screen as shown in Fig. 6 is 40 
displayed and presented in the presentation unltl 11. 
[0024] Further, the location 202 describes a loca- 
tion relating to the advertising as an area by an optional 
number. For example, when the advertising data is a 
restaurant, the Iocation202 relating to the content 4S 
describes an area of the store and the parking area of 
the restaurant. For example, when the area is a poly- 
gon, it is considered to describe each vertex of the pol- 
ygon by latitude and longitude, and when the area is a 
circle, the advertising center 10 of the circle may be so 
described by latitude and longitude, and a radius is 
described. In the example shown In Fig. 4 f four vertexes 
of the polygon are described by the latitude and the lon- 
gitude in the location 202. 

[0025] The minimum stay time 203 describes the 55 
time that is regard d as a visit wh n a stay is made by 
that time at a location relating to the advertising. This is 
what is called a time threshold value. In the example 



shown in Fig. 4, the minimum stay tim 203 describes 
that when a stay is made at the restaurant for 30 min- 
utes, this is regarded as a visit. This minimum stay time 
is changed depending on the content For example, the 
minimum stay time may be determined as 30 minutes in 
the case of a restaurant and one hour in the case of a 
park, in consultation with the advertisers. 
[0026] The advertising effect data 1 20, 1 21 and 1 22 
are data that the visit guarantee type advertising system 
transmits to the advertising center to show the effect of 
the advertising as the achievement information to indi- 
cate that a visit has been made to the location relating 
to the advertising data 100, 101 and 102. 
[0027] In further detail, as shown in Fig. 3, the 
advertising effect data 120, 121 and 122 each consists 
of the ID 300, the user ID 301, and the stay date and 
time 302. Fig. 5 shows an example of the description of 
a visit to a restaurant in the advertising effect data 120 
121 and 122. 

[0028] The ID 300 shows T in the same manner - 
as the ID 200 of the advertising data 1 00, 1 01 and 1 02, 
and this describes a value for uniquely identifying the 
advertising data 100, 101 and 102. For example, this 
describes a numerical value or a character string. In th 
example shown In Fig. 5, the ID 300 describes "1" that 
shows the restaurant shown in Fig. 4. 
[0O29J The user ID 301 describes a value that iden- 
tifies the user as a holder of the visit guarantee type 
advertising terminal 11 of the mobile terminal that trans- 
mits the advertising effect data 120, 121 and 122. For 
example, this describes a numerical value or a charac- 
ter string. In the example shown in Fig. 5, the user ID 
301 describes "12". 

[0030] The stay date and time 302 describes the 
date and time during which period a visit has been 
made at the location relating to the advertising data 
100, 101 and 102. In the example shown in Fig. 5, the 
date and time when the visit started is described as 
September 24, 1 999 at 1 1 o'clock 52 minutes and 5 sec- 
onds, and the date and time when the visit finished is 
described as September 24, 1999 at twelve o'clock 45 
minutes and 39 seconds. 

[0031] The advertising database 110 shown in Fig. 
1 stores the received advertising data 100, 101 and 102 
by an optional number. For example, a computer file 
system and a relevant database are considered, but the 
database is not limited to these. 

[0032] The presentation unit111 presents the 
advertising data 100, 101 and 102 to the user. For 
example, the presentation unit 1 1 1 presents the content 
201 of the advertising data 100, 101 and 102 to the 
user. When the content 201 is an image, a monitor dis- 
play is considered, and when the content is sound, a 
speaker Is considered. However, the presentation unit is 
not limited to these. For example, when the content 201 
is a text and a still image, the text and the still image ar 
displayed in the monitor as shown in Fig. 6. 
[0033] The time obtaining unit 1 12 obtains a current 



4 



# 

7 



EP 1 098 289 A2 



8 



time. For example, a clock is considered. The time may 
be counted based on a clock for a CPU within the visit 
guarantee type advertising terminal 11. 
[0034] The location obtaining unit 113 obtains a 
current location of the visit guarantee type advertising 
terminal 11. For example, a GPS (Global Positioning 
System) using a GPS antenna 142 is considered. How- 
ever, the location obtaining unit is not limited to this. For 
example, an earth magnetism sensor, awheel sensor, a 
gyro sensor, etc. are arithmetically controlled by an 
ECU (Electronic Control Unit) to obtain a current posi- 
tion. For example, as the GPS device can measure the 
latitude and the longitude in the error of a few meters, 
there is a high possibility that this is normally estab- 
lished in a car navigator in order to specify the stay loca- 
tion and the stay time of the present embodiment 
Therefore, the location obtaining unit112 can be set 
easily. 

[0035] The stay detection unit 114 detects the 
advertising data 1 00, 1 01 and 1 02 that the user has vis- 
ited from the advertising database 110, by taking into 
consideration the information from the time obtaining 
unit112 and the location obtaining unit113, thereby to 
calculate the stay time. When a stay of a predetermined 
time or longer has been confirmed, the stay detection 
unit 1 1 4 outputs the result as the advertising effect data 
120, 121 and 122. 

[0036] Further, the advertising effect transmission 
unit116 can be used in common with the transmitting 
unit to the receiving unit used as a mobile terminal. It 
may be regarded that there is a transmission communi- 
cation of the advertising effect in one of sound, video or 
a data communication between the mobile terminal and 
the advertising center 10 at a base station. The adver- 
tising data demodulated from the receiving unit of a 
mobile terminal (not shown) is displayed in output to the 
presentation unitl 1 1 and at the same time, when the 
advertising data has been stored in the advertising 
database 1 1 0, a communication message is transmitted 
from the transmitting unitl 16 to the advertising center 
10 to the effect that the advertising data has been 
stored. 

[0037] The processing method of the stay detection 
unit 1 1 4 will be explained below with reference to Fig. 7. 
First, instead of a narrow area where service advertis- 
ers are concentrated as in Japan, a wide area where 
advertisers are scattered and there is only one adver- 
tiser in the service area as in the USA will be taken as 
an example. 

[0038] First, it is checked whether or not there exist 
the advertising data 100, 101 and 102 in the advertising 
database 110 (SI 00). In this case, it is assumed, for 
example, that a restaurant on a highway is an advertiser 
and the restaurant has registered the advertising data in 
the advertising database 1 1 0 of the visit guarantee type 
advertising terminal 11 via the advertising center 10. 
When the advertising data exist, the step proceeds to 
S101, and when the advertising data do not exist, the 



step shifts to S100 in order, to check once again. The 
advertising data 100, 1 01 and 102 are taken out by one 
from the advertising database 110 (S101). A current 
location of the visit guarantee type advertising terminal 
5 11 is obtained from the location obtaining unitl 13 
(S102). 

[0039J Next, it is checked whether the current loca- 
tion exists within the area of the Iocation202 f the 
advertising data taken out at S1 01 , and when it is within 

10 the area, the step proceeds to S1 04, and when it does 
not exist in the area, the step shifts to S1 00 (S1 03). The 
current time is obtained from the time obtaining unitl 1 2, 
and this is set as the stay starting time of the advertising 
data taken out at S101 (S104). The current location of 

is the visit guarantee type advertising terminal 11 is 
obtained from the location obtaining unitl 13, and it is 
checked whether the current location is within the area 
of the Iocation202 of the advertising data taken out at 
S101. When the current location is within the area, the 

20 ~ step shifts to S1 05 again, and when the current location 
is not within the area, the step proceeds to S106(S105). 
[0040] Next, the current time is obtained from the 
time obtaining unitl 12, and this is set as the stay finish- 
ing time of the advertising data taken out at S101 

25 (S1 06). When the time obtained by subtracting the stay 
starling time from the stay finishing time exceeds the 
minimum stay time 203 of the advertising data tak n out 
at S1 01 , it is regarded that the visit has been made, and 
the step proceeds to S108. When the time has not 

30 exceeded, the step shifts to S1 00 (S107). The ID 300 of 
the advertising effect data is set as the ID 200 of the 
advertising data taken out at S1 01 , and the stay starting 
time and the stay finishing time are set to the state date 
and time 302 of the advertising effect data, which is 

35 instantly stored in the advertising effect database 117. 
At the same time, the advertising effect data is instantly 
output to the advertising effect transmission unitl 1 6, or 
instead of instantly outputting to the advertising effect 
transmission unitl 16, the advertising effect data 120, 

40 121 and 122 stored in the advertising effect database 
117 are periodically collected by taking into considera- 
tion the output from the time obtaining unitl 12, and the 
result is output to the advertising effect transmissi n 
unitl 1 6. The step then shifts to S1 00 (S1 08). 

45 [0041] The above explains one embodiment. As 
another embodiment, there is considered a case wher 
instead of detecting the visit advertising in real time, the 
information periodically obtained from the time obtain- 
ing unitl 12 and the location obtaining unit 113 are 

so stored as a set of the location and the time of visit to this 
position. The stay detection unitl 14 periodically com- 
pares the set of the location and the time of visit to this 
location with the advertising data 100, 101 and 102 
stored in the advertising database 110, thereby to 

55 detect the visit to the advertising data. 

[0042] The advertising effect database 117 stores 
the advertising effect data 120, 121 and 122 that have 
been output from the stay detection unitl 1 4. 
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[0043] The advertising effect transmission unitl 16 
transmits to the advertising center the advertising effect 
data 120, 121 and 122 that have been output from the 
stay detection unitl 14. 

[0044] The processing method of the advertising s 
eff ct transmission unitl 16 will be explained next. The 
advertising effect transmission unitl 16 uniquely sets 
the user ID 301 of the advertising effect data 120, 121 
and 122. For example, when the agreement has been 
obtained from users who visit the advertising data, the 1Q 
user ID 301 unique for each user is set. Thus, it is pos- 
sible to know what user has visited what location relat- 
ing to the advertising. 

[0045] Further, when the advertising data has been 
received from the advertising center 1 0, the fact of the 75 
reception is stored in the advertising database 110, and 
at the same time, the fact of the storing of the advertis- 
ing data in the advertising database 110 is communi- 
cated to the advertising center 10 in a predetermined 
code pattern via the advertising effect transmission 20 
unitl 1 6 in one embodiment of the transmitting unit. With 
this arrangement, it is possible to detect an advertising 
response rate (number of advertising effect 
data/number of advertising data) of a mobile terminal 
within a predetermined period. At the same time, It Is 25 
possible to detect an advertising effect rate (number of 
advertising effect data/number of communicating 
mobile terminals) of the advertising based on the 
number of mobile terminals that have received and 
stored the advertising data communicated to the adver- 30 
tislng center 10 and the number of advertising effect 
data. This makes it possible to realize the management 
of numerical values of the advertising effect 
[0046] Alternatively, the user ID 301 of the advertis- 
ing effect data 120, 121 and 122 is set at random at 3S 
each time of transmitting the advertising effect data. For 
example, It Is possible to protect the privacy of individu- 
als by making it impossible to specify the users when 
the user ID is set at random at each time of transmitting 
the advertising effect data in consideration of the pri- 40 
vacy of the users. 

[0047] In the above embodiments, the case has 
been explained in which it is possible to specify the 
advertising data and the stay for a predetermined period 
in the area specified by the advertising data In a wide 45 
area. When in the near future it becomes possible to 
finely specify the location of the mobile terminal 
mounted on a vehicle by GPS or the like and also when 
the performance improves to be able to securely obtain 
the location specified by each advertising data even so 
when the advertising data increases, it becomes possi- 
ble to securely detect the advertising effect not only in a 
wide area but also in a concentrated area. Further, it 
can be predicted that it becomes possible to easily 
detect the advertising effect by a portable mobile termi- 55 
nal, not limited to the mobile terminal m unted on a 
vehicle, in a similar manner to that of the mobile termi- 
nal mounted on a vehicle, based on the improvement of 



the performance of the location obtaining unit 113. 
[0048] Further, in Fig. 1, the visit guarantee type 
advertising t rminai 11 is mounted with a recording 
medium 1 50 like a floppy disk and a smart memory, and 
a computer program, databases and the like that are 
used by the visit guarantee type advertising terminal 1 1 
and stored in advance in this system can be stored in 
the recording medium as software. Based on this 
recording medium, it Is possible to shift the program for 
obtaining the advertising effect of the advertising data to 
other mobile terminal, to operate this program by the 
computer, and to transmit the advertising effect corre- 
sponding to the advertising data to the advertising 
center. In this arrangement, it Is possible to report the 
advertising effect to the advertiser as a sponsor via the 
advertising center. 

[0049] Further, In the above embodiments, the loca- 
tion and the stay time of the user are set as the param- 
eters of the advertising effect However, depending on 
the advertising data, it Is not possible to specify the 
location relating to the content, such as In the communi- 
cation service industry and the railway and transporta- 
tion industries, for example. In this case, the advertiser 
may specify a special yardstick on which basis th 
advertising effect can be measured. Thus, it may be so 
arranged that the advertising effect can be detected 
based on this yardstick instead of the position. In the 
case of the provider of the communication service 
industry, advertising data may be broadcast and the 
advertising effect is obtained based on how many sta- 
tions receive services during each response accept- 
ance time period. In this case, the advertising effect can 
be judged by using the number of users and the time as 
parameters. 

Claims 

1. An advertising system, wherein a mobile terminal 
receives advertising data through a communication 
channel from an advertising center which receives, 
through said communication channel from said 
mobile terminal, advertising effect data whether 
said mobile terminal actually visited an advertised 
location, wherein said mobile terminal comprises: 

an advertising database for storing said adver- 
tising data; 

an advertising effect database for storing said 
advertising effect data; 

a presentation unit for presenting said advertis- 
ing data; 

a time obtaining unit for obtaining the current 
time; 

a location obtaining unit for obtaining the cur- 
rent location; 

a stay detection unit for detecting said advertis- 
ing data on the basis of which said mobile ter- 
minal stayed said advertised location and for 
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transferring said advertising data on the basis 
of which said mobile terminal stayed said 
advertised location to said advertising effect 
database; and 

an advertising effect transmission unit for trans- s 
mitting said advertising effect data toward said 
advertising center. 

2. The advertising system according to Claim 1, 
wherein: 10 



3. The advertising system according to Claim 1, 
wherein said stay detection unit notifies said adver- 
tising effect database of said advertising effect 2s 
data, when said actual stay Is detected. 

4. The advertising system according to Claim 1, 
wherein said stay detection unit notifies periodically 
said advertising effect transmission unit of said so 
advertising effect data. 

5. The advertising system according to Claim 1, 
wherein said stay detection unit: 

35 

obtains a stay start time at which said mobile 
terminal enters a prescribed vicinity of said 
advertised location, and a stay end time at 
which said mobile terminal goes out of said 
vicinity exits; 40 
calculates a stay time by subtracting said stay 
start time from said stay end time; 
compares said stay time with said minimum 
stay time; 

and outputs said advertising effect data includ- 45 
ing an advertising data identifier, said stay start 
time and said stay end time, when said stay 
time is greater than or equal to said minimum 
stay time. 

so 

6. The advertising system according to Claim 2, 
wherein said advertising effect transmission unit 
decides said user ID uniquely. 

7. The advertising system according to Claim 2, ss 
wherein said advertising effect transmission unit 

d cides said user ID randomly, every time when 
said advertising effect data are transmitted. 



8. The advertising system according to Claim 2, 
wherein said advertised contents include images, 
voices, sounds, or texts. 

9. An advertising method, using a system, wherein a 
mobile terminal receives advertising data through a 
communication channel from an advertising center 
which receives, through said communication chan- 
nel from said mobile terminal, advertising effect 
data whether said mobile terminal actually visited 
an advertised location, which comprises the steps 
of: 

storing in an advertising database said adver- 
tising data transmitted by said advertising 
center; 

storing in an advertising effect database said 
advertising effect data; 

presenting in a presentation unit said advertis- 
ing data; 
. obtaining the current time; 
obtaining the current location; 
detecting said advertising data on the basis of 
which said mobile terminal stayed said adv r- 
tised location and for transferring to said adver- 
tising effect database said advertising data on 
the basis of which said mobile terminal stayed 
said advertised location; and 
an advertising effect transmission unit for trans- 
mitting said advertising effect data toward said 
advertising center. 

10. The advertising method according to Claim 9, 
wherein: 

said advertising data includes an advertising 
data identifier (ID) for identifying said advertise- 
ment, advertised contents, said advertised 
location and a minimum stay time by which a 
stay is deemed to be an actual stay at said 
advertised location; and 
said advertising effect data includes said 
advertising data ID, a user ID for identifying 
said mobile terminal and a date and time of 
said actual stay at said advertised location. 

11. The advertising method according to Claim 9, 
wherein said advertising effect data are transmitted 
to said advertising center, every time when said 
actual stay is detected. 

12. The advertising method according to Claim 9, 
wherein said advertising effect data are transmitted 
periodically to said advertising center. 

13. The advertising m thod according to Claim 9, 
wherein: 



said advertising data includes an advertising 
data identifier (ID) for identifying said advertise- 
ment, advertised contents, said advertised 
location and a minimum stay time by which a is 
stay is deemed to be an actual stay at said 
advertised location; and 
said advertising effect data includes said 
advertising data ID, a user ID for Identifying 
said mobile terminal and a date and time of 20 
said actual stay at said advertised location. 
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the detecting step comprises the steps of; 
obtaining a stay start time at which said mobile 
terminal enters a prescribed vicinity of said 
advertised location, and a stay end time at 
which said mobile terminal goes out of said s 
vicinity exits, 

calculating a stay time by subtracting said stay 
start time from said stay end time, and 
comparing said stay time with said minimum 
stay time; and 10 
the outputting step is a step of outputting said 
advertising effect data including an advertising 
identifier, said stay start time and said stay end 
time, when said stay time is greater than or 
equal to said minimum stay time. 75 

14. The advertising method according to Claim 10, 
wherein said user ID is decided uniquely. 

15. The advertising method according to Claim 10, 20 
wherein said user ID Is decided randomly, every 
time when said advertising effect data are transmit- 
ted to said advertising center. 
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a program based n which a computer can operate, 
wherein said program contains the steps of the 
advertising method according to claim 9, 



16. The advertising method according to Claim 10, 25 
wherein said advertised contents include images, 
voices, sounds, or texts. 

17. A mobile terminal which receives advertising data 
through a communication channel from an advertis- 30 
ing center which receives, through said communi- 
cation channel from said mobile terminal, 
advertising effect data whether said mobile terminal 
actually visited an advertised location, wherein said 
mobile terminal comprises: 35 

an advertising database for storing said adver- 
tising data; 

an advertising effect database for storing said 
advertising effect data; 40 

a presentation unit for presenting said advertis- 
ing data; 

a time obtaining unit for obtaining a current 
time; 

a location obtaining unit for obtaining a current 45 
location; 

a stay detection unit for detecting said advertis- 
ing data on the basis of which said mobile ter- 
minal stayed said advertised location and for 
transferring said advertising data on the basis so 
of which said mobile terminal stayed said 
advertised location to said advertising effect 
database; and 

an advertising effect transmission unit for trans- 
mitting said advertising effect data toward said ss 
advertising center. 

18. A computer-readable recording medium for storing 
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